Previous research has shown that emerging markets represent a significant part of the world economy and are expanding their share. However, they are still not well examined in the marketing field. Russia is especially neglected in the academic discussion of overall marketing 
Introduction
There has been growing interest in research of BRIC countries in the management and marketing field [Sheth, 2011; Russo, 2012] . However, one of the BRIC economies, Russia is avoided in the academic discussion and is an "enigma" [Economist, 2010] for both researchers and practitioners. The existing research on marketing in Russia can be described as fragmentary and captures only some aspects of the post-soviet transformation process. The increasing interest in the development of marketing strategies and practices in emerging economies has heightened the need for marketing models and tools that can be used in emerging markets.
Although considerable research has been devoted to marketing in developed markets, little attention has been paid to marketing in developing markets [Sheth, 2011] The paper is based on empirical research that consists of two main methods. First, the testing of the CMP questionnaire in the Russian market based on seven in-depth interviews with company representatives. Then a quantitative survey based on an adopted CMP questionnaire was conducted. The research sample includes 329 managers from a cross-sectional sample (15 industries) of Russian companies from 10 regions. The sample includes both b2b and b2c companies producing both products and services.
The contribution of the paper is theoretical and empirical. The limited amount of research focused on marketing practices in the Russian market outlines a poor level of marketing with its simultaneous re-enforcement in business practice in general and external factors, such as economic crises, the development of relationship marketing and changes in the institutional environment. An analysis of the existing research on relationship marketing in Russia showed that because of cultural features and institutional underdevelopment relations are marked by significant negative effects. A cluster analysis shows that basic marketing practices are widely found in Russia though their characteristics differ dramatically from those in developed markets.
The results of cluster analysis show that basic marketing practices are widely found in the emerging Russian market though their characteristics differ dramatically from those in developed markets.
Literature review

Marketing practice research in Russia
There is a limited number of research papers focused on marketing practices in the Russian market. The existing research outlines a poor level of marketing in Russia overall which simultaneous re-enforces in business practices in general [Lehtinen, 1996; Shifrin, 1996 , Wagner, 2005 . Although marketing practices are the main topic of the papers reviewed they are not usually the primary research object. Significant attention is devoted to the impact of the external factors on marketing practices, such as economic crises [Komissarova, 2012] and the development and expansion of relationship marketing [Lehtinen, 1996] , the development of the institutional environment and the internal capabilities of companies [Molz et al., 2009] . For example, the authors primarily focus on the level of business adaptation, neglecting opportunities in the changing environment, and the corresponding change in the marketing toolkit both at the strategic and tactical level.
There is also a significant transformation observed in the practice of interaction with other market participants. In a stable environment, the relational approach was considered only as a supplement, not an alternative to transactional marketing [Wagner, 2005] . According to this study the use of the relational approach was common among newly established companies, foreign businesses and joint ventures.
Research on marketing practices in Russia is concentrated on some particular ideas and aspects of marketing development such as adapting to the existing business environment and at the same time the research is limited to a few papers only. A review of this work, despite its fragmented nature and the limited amount, is very important for understanding the formation of marketing in Russia. Research findings are based on a fairly small sample and/or focus solely on the Moscow region, which greatly limits the interpretation and use of the results. Therefore, the papers reviewed illustrate the features of adapting to external conditions of companies using a variety of marketing tools and techniques, but do not give a complete picture of the status of 5 marketing practices. In addition, the lack of consistent research methodology, which is clearly seen in these studies, does not allow a full assessment and discussion of the results. In this paper the transformation of RM is analyzed with the use of a meta-analysis of previous academic and empirical research based in a Russian context [Halinen, Salmi, 2001 In a crisis environment companies tend to cut costs, with a simultaneous transition to advanced and more efficient marketing techniques. Existing relations are leveraged to maintain a competitive position, but it is a situational decision rather than strategic management
The Implementation of the Relationship Marketing Concept in the
The first results of marketing practices transformation process [Tretyak, 2003; Salmi, Building new relationships instead of the previously existing planned economy has required substantial investments of time, resources and effort, resulting in mutual learning and the development of decentralized and mutually adjusted planning capabilities [Johanson, 2007] .
The transition has supported the building of stronger managerial competences, however existing research on Russian relationships and networks suggests a switching from supplier to customer orientation [Tretyak, 2003; Farley, Deshpandé, 2005] . At the same time, there are hardly any studies looking in-depth at the transformation of inter-company relationships. Based on the literature, a general assumption is made that there are accumulated competences, knowledge and the development of new capabilities.
Research methodology
The classification scheme of marketing practices is based on CMP methodology [Coviello et al., 2002] . We use 9 metrics to evaluate which marketing practices firms respond to their market with (5 of them characterize relational exchange and 4 management activities). The empirical phase of the research consists of two main stages.
First, based on the analysis of the theoretical and methodological framework, seven indepth interviews with representatives of Russian companies were conducted to test the CMP questionnaire and highlight the key factors in the model. The questionnaire development was carried out in strict accordance with the generally accepted procedures [Churchill, 1979] and Russian law, and a back-translation of the questionnaire was carried out.
Second, a quantitative survey was conducted. The research sample includes 329 managers from cross-sectional sample (15 industries) of Russian companies from 10 regions of the Russian Federation. The respondents were chosen from the marketing department, sales department or top-management of the companies. The data collection process was finished in 2013. The response rate was about 10%. The sample includes both b2b and b2c companies 9 producing both products and goods. We selected 320 cases from the total sample as not all the questionnaires were fulfilled in the proper way.
Research findings
In order to illustrate what marketing practices are developed in Russian companies we conducted cluster analysis of the companies from the sample. The results of the cluster analysis are presented in the As we can see from the results of cluster analysis, basic marketing practices are widely found in emerging Russian market (interactional, n=52, relational, n=63, hybrid, n=65, transactional, n=28), though their characteristics differ dramatically from those on developed markets. Moreover, the results of cluster analysis show that there is low marketing activity cluster which is quite numerous (n=81).
Clusters' characteristics by firm type, age of the firms, origin of capital and firm size are presented in the table 3.
Tab. 3. Cluster analysis results (N=289)
Characteristics 
Key findings and discussion
First of all, research showed that there is quite a limited number of research papers focused on marketing practices in the Russian market. Existing research on Russia can be described as fragmentary and capturing just some aspects of transformation process. The researchers outline rather poor level of marketing with its simultaneous re-enforcement in business practice in general [Lehtinen, 1996; Shifrin, 1996; Wagner, 2005] . Besides marketing practices are the main topic of the papers reviewed they are not usually the primary research object. Significant attention is devoted to the impact of the external factors, such as economic crisis [Komissarova, 2012] , relationship marketing development and expansion [Lehtinen, 1996] , institutional environment and company internal capabilities development [Molz et al., 2009 ] etc.
Secondly, in our study we made an attempt to explore relationship marketing concept as it is the basis of CMP model in the context of Russian emerging economy. The in-depth analysis of existing research of relationship marketing development in Russian market showed that due to certain cultural aspects and institutional underdevelopment relations in business environment are marked by significant negative effects. Authors are primarily focused on business adaptation opportunities to the changing environment and corresponding change in the marketing toolkit both in the strategic and tactical level.
In our study we made an attempt to close the gap in understanding fundamental marketing concepts in Russian emerging economy. Empirical results of cluster analysis show that basic marketing practices are widely found in emerging Russian market though their characteristics differ dramatically from those on developed markets. Meanwhile modern marketing concept is mostly oriented on the interaction processes (interactive marketing) and building relationships with clients (relationship marketing), this fact is not so evident in Russian market.
Proper understanding of the marketing practice and experience of companies in emerging markets gives a multidimensional picture of the trends in the development of marketing, its main development stages, and evaluation criteria of the marketing activities that create incentives for the development of new customer-oriented models. Therefore, investigation of contemporary marketing practices in Russia is in line with current trends in marketing theory and instruments development and adaptation them to emerging markets.
Conclusion
The main goal of the current study was to test the Contemporary Marketing Practices model to determine what types of marketing practices are commonly used by Russian companies. One of the more significant finding to emerge from this study is that all types of marketing practices such as transactional, interactive, relational and network practices exist in Russian market, but their characteristics are different from developed countries.
This paper has investigated what types of marketing practices are more commonly used by Russian companies. The findings of this study support the idea that Russian companies apply transactional approach more often than relationship approach.
The findings from this study make several contributions to the current literature. First, the CMP model was tested in the Russian market and the results of the research can be compared with other developed countries and developing countries. Future research should therefore
